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DETAILED ACTION 

This office action is in response to application 10/729,946 as filed on 12/09/2003. 

Response to Amendment 
Claims 1-2, and 4-10 have been amended. The amendments have been entered and 
accordingly claims 1-10 are pending prosecution. 

Continued Examination Under 37 CFR 1.114 
A request for continued examination under 37 CFR 1.114, including the fee set forth in 
37 CFR 1.17(e), was filed in this application after final rejection. Since this application is 
eligible for continued examination under 37 CFR 1.1 14, and the fee set forth in 37 CFR 1.17(e) 
has been timely paid, the finality of the previous Office action has been withdrawn pursuant to 
37 CFR 1.114. Applicant's submission filed on 2/21/2007 has been entered. 

Claim Rejections - 35 USC § 103 

The following is a quotation of 35 U.S.C. 103(a) which forms the basis for all 
obviousness rejections set forth in this Office action: 

(a) A patent may not be obtained though the invention is not identically disclosed or described as set forth in 
section 102 of this title, if the differences between the subject matter sought to be patented and the prior art are 
such that the subject matter as a whole would have been obvious at the time the invention was made to a person 
having ordinary skill in the art to which said subject matter pertains. Patentability shall not be negatived by the 
manner in which the invention was made. 

Claims 1- 10 are rejected under 35 U.S.C. 103(a) as being unpatentable over Rasmussen 
et al. ('Rasmussen' hereafter) (U.S. Patent Application 2002/0126990 Al) in view of Martin et 
al. ('Martin') (U.S. Patent Application 2002/0120519 Al). 
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With respect to claim 1, Rasmussen teaches A system for developing customer 
relationships with readers/viewers of a media for relating a story having a title, a body, an end, 
and dramatically created points of interest interspersed throughout the body, wherein the system 
comprises: 

the media (abstract), 

a media storage device, the media being stored therein (0067). 

wherein the media has a contact aid encoded in the body of the story, proximate one of 
the dramatically created points of interest (0025, 0034, and figures 1-2). Paragraphs 0035, and 
0040-0041 also teach enhanced hot spots. 

wherein, upon selection of the contact aid by the reader/viewer (0034), a channel of 
communication is established from which the reader/viewer can interact with the customer 
relationship management module (CRMM) regarding the point of interest, the CRMM capturing 
information about the reader/viewer and analyzing the captured information only if the 
reader/viewer selects the contact aid, serving up appropriate portions of supplemental data to the 
reader/viewer (0029, 0063); 

wherein the contact aid is associated with an author or character of the story (0044 and 
figure 3). 

serving up appropriate portions of supplemental data to the reader/viewer (0073 and 
figure 8). 

the contact aid being a mechanism is associated with an author or a character of the story 
(0044 and figure 3). 

Rasmussen fails to expressly teach a customer relationship management module 
(CRMM) and the CRMM capturing information about the reader/viewer and analyzing the 
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captured information. Rasmussen further fails to teach upon selection of the contact aid by the 
reader/viewer, establishing a channel of communication with the CRMM regarding the point of 
interest. 

Martin, however, teaches a customer relationship management module (CRMM) (0169) 
to establish and maintain relationships with the customers (0174). 

the CRMM capturing information about the reader/viewer and analyzing the captured 
information (0166) to ensure that a consumer's preferences are correlated with the 
services/products being acquired (0009). 

Martin further teaches upon selection of the contact aid by the reader/viewer, establishing 
a channel of communication with the CRMM regarding the point of interest (abstract and 0017) 
for receiving an indication of interest from a customer. 

It would have been obvious to one of ordinary skill in the data processing art at the time 
of the present invention to combine the teachings of the cited references because the teachings of 
Martin would have provided Rasmussen' s system with maintaining relationships with the 
customers and furthermore ensuring a consumer's preferences are correlated with the 
services/products being acquired. 

With respect to claim 2, Rasmussen teaches the contact aid is selected from the group 
consisting of character-specific postal address, telephone number, email, SMS, chat room 
address, IP address, web page address, activatable mailto hyperlink, and hypertext link to a URL. 
(0034). 
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With respect to claim 3, Rasmussen teaches a processor which analyses the captured 
information, identifying supplemental data in a supplemental database on which the 
supplemental data is stored (0032); and 

a server which serves up the supplemental data to the reader/viewer (0034). 

Rasmussen fails to expressly teach wherein the CRMM comprises at least one customer 
profile capture module (CPCM) for capturing information about the reader/viewer. 

Martin, however, teaches the CRMM comprises at least one customer profile capture 
module (CPCM) for capturing information about the reader/viewer (profile information in the 
abstract and consumer profile database in figure 1) for use in correlating user information with 
products and services (abstract, Martin). 

In the same field of endeavor, (i.e. consumer relations), it would have been obvious to 
one of ordinary skill in the data processing art at the time of the present invention to combine the 
teachings of the cited references because by using the customer profile information of Martin, 
Rasmussen would have been better suited to tailor hot spots to an individuals buying habits and 
interests to efficiently target an audience (suggested in Rasmussen at 0032 on page 3). 

With respect to claim 4, Rasmussen teaches a media for relating a story having a title, a 
body, an end (fig. 2 and 0030), and dramatically created points of interest interspersed 
throughout the body (figure 2, drawing references 202, 204, 206, and hot spots) wherein the 
media comprises at least one contact aid encoded in the body of the story (0034), proximate a 
point of interest, wherein, upon a selection by a reader/viewer, the contact aid aids in establishing 
a channel of communication from which the reader/viewer can interact with ah customer 
relationship management module (CRMM) regarding the point of interest, the CRMM capturing 
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information about the reader/viewer and analyzing the captured information only if the selection 
of the contact aid by the reader/viewer is made, the CRMM further serving up appropriated 
portions of supplemental data to the reader/viewer; 

wherein the contact aid is associated with an author or a character of the story (0044 and 
figure 3). 

With respect to claim 5, Rasmussen teaches the contact aid is selected from the group 
consisting of character-specific postal address, telephone number, email, SMS, chat room 
address, IP address, web page address, activatable mailto hyperlink, and hypertext link to a URL. 
(0034). 

With respect to claim 6, Rasmussen teaches A method of determining points of insertion 
of E-interaction points in a story media for interacting with a customer relationship management 
module, the method comprised of the steps of: 

screening the story media in front of at least one test subject instructed to identify points 
of interest in the media, the at least one test subject not being the intended reader/viewer of the 
story media (as the author tests hot spots and finds a region for the hot spots (0044)). The 
hotspots may be tailored to an individual's interests (0032). 

soliciting inputs of the at least one test subject in association with points of interest (as 
the author finds the best location for a hot spot (0047) which are tailored to an individual's 
interests (0032)). 
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inserting an E-interaction point in the story media based upon the inputs of the at least 
one test subject (0047-0049), wherein each E-interaction point (hot spot 202, 204, 206), when 
accessed by the reader/viewer of the story media (0029). 

Rasmussen fails to expressly teach establishing a channel of communication between the 
reader/viewer and the customer relationship management module. 

Martin, however teaches a customer relationship management (CRM) module (0169) for 
providing automated marketing, sales, and customer care. Furthermore, Martin's system 
receives indication from a customer (i.e. input from a reader/viewer) who wants to purchase an 
item to correlate that information with products and services. 

In the same field of endeavor, (i.e. consumer relations), it would have been obvious to 
one of ordinary skill in the data processing art at the time of the present invention to combine the 
teachings of the cited references because by using the customer profile information of Martin, 
Rasmussen would have been better suited to tailor hot spots to an individuals buying habits and 
interests to efficiently target an audience (suggested in Rasmussen at 0032 on page 3). By 
Rasmussen using the customer relation data of Martin, they could better correlate this user data 
with products and services (given by Martin, abstract) for tailoring to an individual's buying 
habits and interests (Rasmussen 0032). Rasmussen also teaches sending and aggregating input 
data to a server (e.g. a vote)(003 1 ). 

With respect to claim 7, the limitations of this claim are essentially similar to claims 1, 3, 
and 4 above and therefore rejected for the same reasons set forth in those claims. Furthermore, 
Rasmussen fails to teach configuring Customer Relations Management module so as to interact 
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with the intended reader/viewer in response to identified needs/interests so as to improve sales of 
the products. 

Martin, however, teaches this limitation as correlating user needs with providers' goods 
and services (abstract and 0008) to establishing and maintaining relationships with a retailer's 
customers (0174). 

It would have been obvious to one of ordinary skill in the data processing art at the time 
of the present invention to combine the teachings of the cited references because this teaching of 
Martin would have' provided Rasmussen's system with the benefit of establishing and 
maintaining relationships with a retailer's customers (0174). This benefit would lead to 
customer loyalty and thus an improvement in sales. 

With respect to claim 8, Rasmussen teaches A system for developing a customer 
relationship with a reader of a story media for relating a story having a title, a body, an end, and 
dramatically created points of interest interspersed throughout the body, wherein the system 
comprises: 

the story media (abstract), wherein the story media is selected from a group consisting of 
books, journals, magazines, newspapers, cinema, television, and the Internet (abstract, 0025, 
0067 and fig. 1); 

a media storage device suitable for storing the story media (0067), the story media being 
stored therein, and the story media having at least one contact aid (0029, 0063) encoded in the 
body of the story proximate a point of interest (0025, 0034, and figures 1-2), the contact aid 
being associated in the body of the story with an author or a character of the story (figure 2), 
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whereupon the reader (viewer; 0012), upon selecting the contact aid (0029), establishes a 
channel of communication (003 1 ) 

serving up appropriate portions of supplemental data to the reader if the reader selects the 
contact aid (0029, 0063). 

Rasmussen fails to expressly teach interacting with the customer relationship 
management module and the customer relationship management module disposed to capture 
information about the reader and analyze the captured information. 

Martin, however, teaches the customer relationship management module (0166-0169) for 
capturing an analyzing usage data. 

It would have been obvious to one of ordinary skill in the data processing art at the time 
of the present invention to combine the teachings of the cited references because the teachings of 
Martin would have provided Rasmussen 5 s system with maintaining relationships with the 
customers and furthermore ensuring a consumer's preferences are correlated with the 
services/products being acquired. 

With respect to claim 9, Rasmussen teaches the system for developing customer 
relationships with readers of a story media of claim 8, wherein the point of interest are E- 
interaction points inserted in the story media the points of interest being determined by: 

screening the story media in front of at least one test subject instructed to identify points 
of interest in the media (0051), the at least one test subject not being the intended reader/viewer 
of the story media as the author tests hot spots and finds a region for the hot spots (0044). The 
hotspots may be tailored to an individuals interests (0032). 
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soliciting inputs of the at least one test subject in association with points of interest as 
making hot spots available to viewers in a demographic segment (0034). 

inserting an E-interaction point in the story media based upon the inputs of the at least 
one test subject (0047-0049), wherein each E-interaction point (hot spot 202, 204, 206), when 
accessed by the reader/viewer of the story media (0029), establishes a channel of communication 
between the reader/viewer (0031) and the customer relationship management module. 

Rasmussen fails to expressly teach establishing a channel of communication between the 
reader/viewer and the customer relationship management module. 

Martin, however teaches a customer relationship management (CRM) module (0169) for 
providing automated marketing, sales, and customer care. Furthermore, Martin's system 
receives indication from a customer (i.e. input from a reader/viewer) who wants to purchase an 
item to correlate that information with products and services. 

In the same field of endeavor, (i.e. consumer relations), it would have been obvious to 
one of ordinary skill in the data processing art at the time of the present invention to combine the 
teachings of the cited references because by using the customer profile information of Martin, 
Rasmussen would have been better suited to tailor hot spots to an individuals buying habits and 
interests to efficiently target an audience (suggested in Rasmussen at 0032 on page 3). By 
Rasmussen using the customer relation data of Martin, they could better correlate this user data 
with products and services (given by Martin, abstract) for tailoring to an individual's buying 
habits and interests (Rasmussen 0032). Rasmussen also teaches sending and aggregating input 
data to a server (e.g. a vote)(0031). 
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With respect to claim 10, Rasmussen teaches inserting the E-interaction points within the 
story media proximate the points of interest (0025, 0034, and figures 1-2). 

Although Rasmussen fails to expressly teach configuring the customer Relations 
Management module so as to interact with an anticipated reader/viewer in response to an 
identified need/interest and to offer for sale the appropriate products, Rasmussen does teach 
interacting with a user upon selection of a hot spot (e.g. a green hot spot may cause a product 
purchase to be initiated). 

Martin expressly teaches the customer relations management module (0166-0169) for 
capturing and analyzing consumer data. 

It would have been obvious to one of ordinary skill in the data processing art at the time 
of the present invention to combine the teachings of the cited references because this teaching of 
Martin would have provided Rasmussen 5 s system with the benefit of establishing and 
maintaining relationships with a retailer's customers (0174). This benefit would lead to 
customer loyalty and thus an improvement in sales. 

Response to Arguments 
Applicant's arguments with respect to claims 1-10 have been considered but are moot in 
view of the new ground(s) of rejection. The Examiner respectfully believes the Applicant's 
arguments are addressed in the rejection presented above. 
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Any inquiry concerning this communication or earlier communications from the 
examiner should be directed to Robert M. Timblin whose telephone number is 571-272-5627. 
The examiner can normally be reached on M-F 8:00-4:30. 

If attempts to reach the examiner by telephone are unsuccessful, the examiner's 
supervisor, John R. Cottingham can be reached on 571-272-7079. The fax phone number for the 
organization where this application or proceeding is assigned is 571-273-8300. 

Information regarding the status of an application may be obtained from the Patent 
Application Information Retrieval (PAIR) system. Status information for published applications 
may be obtained from either Private PAIR or Public PAIR. Status information for unpublished 
applications is available through Private PAIR only. For more information about the PAIR 
system, see http://pair-direct.uspto.gov. Should you have questions on access to the Private PAIR 
system, contact the Electronic Business Center (EBC) at 866-217-9197 (toll-free). If you would 
like assistance from a USPTO Customer Service Representative or access to the automated 
information system, call 800-786-9199 (IN USA OR CANADA) or 571-272-1000. 
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